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Commercial complex is accompanied by the continuous development of China's 
urbanization process. It integrates shopping, leisure, catering, entertainment and other formats, 
to meet the diverse needs of consumers. At the same time, the characteristics of its openness 
and integration make it become an important public space in the city. The current people's 
consumption patterns is gradually turning experiential consumption patterns, while the new 
commercial complex design is still in accordance with traditional architecture as the center, 
the design method of single, lack of association between consumers. This building will bring 
a series of problems, such as lack of vitality of the commercial space, the decline of the 
business environment and function efficiency low inferior. 
This paper is from the perspective of the consumer experience, taking the Xiamen SM 
New Life Square (SM Square
①
) as the research object. This paper makes a field investigation 
on the SM Square on the basis of the relevant theoretical research. Based on the quantitative 
data analysis, I find and summarize the problems in SM Square, and put forward the 
optimization strategy. I hope that this study on the SM Square could make a certain 
contribution to the design of commercial complex space . 
The paper is divided into three parts. 
The first part: the research topic 
The first chapter introduces the background, content and significance of the research of 
the commercial complex space, and determines the research method and the framework. 
The second part: on the spot investigation, analysis, put forward the problems and 
analyze the problems. 
In the second chapter, the evolution law and development trend of the commercial space 
are analyzed from the angle of architecture, and the spatial analysis of the commercial 
complex is studied, and the influence of the environment on human behavior is summarized. 
In the third chapter, the methods of comprehensive evaluation of consumer satisfaction and 
behavior analysis are adopted to study the SM square space, and summarize and analyze the 
problems. 
                                                             
















The third part: solve the problem, sum up the optimization strategy. 
The fourth chapter summarizes the problems existing in the SM square space at all levels, 
and draws lessons from the successful cases of commercial complex at home and abroad, and 
summarizes the optimization strategy. 
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